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ABSTRACT 

Currently, there has been little studies on sources of product information when 

purchasing kitchen cabinet in Malaysia. This study is conducted to identify sources 

of product information important to consumers when purchasing kitchen cabinet 

and to compare preferences on sources of product information with the 

demographic background. The questionnaire was randomly distributed among 

respondents in shopping mall (Midvalley, 1 Utama, Aeon Mall Shah Alam and 

Summit USJ) in Klang Valley. The result show that store displays was found to be 

the most important sources of product information when purchasing kitchen 

cabinet. Statistically, there were significant differences in importance level for the 

sources of product information with respect to respondents’ age group, gender, 

income level and ethnic groups. The result of this study is important to the 

companies or marketers to promote a wide range of kitchen cabinet for the 

different segment of markets. 
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ABSTRAK 

 

Pada masa sekarang, terdapat sedikit kajian mengenai sumber maklumat produk ketika 

membeli kabinet dapur di Malaysia. Kajian ini dijalankan untuk mengenal pasti sumber 

maklumat produk yang penting bagi pengguna apabila membeli kabinet dapur dan 

membandingkan keutamaan sumber maklumat produk dengan latar belakang demografi. 

Soal selidik diedarkan secara rawak di kalangan responden di pusat beli-belah (Midvalley, 

1 Utama, Aeon Mall Shah Alam dan Summit USJ) di Lembah Klang. Hasil kajian telah 

menunjukkan paparan kedai merupakan sumber maklumat terpenting apabila membeli 

kabinet dapur. Dari segi statistik, terdapat perbezaan yang signifikan dalam tahap 

kepentingan bagi sumber maklumat produk berkenaan dengan kumpulan umur responden, 

jantina, pendapatan dan kumpulan etnik. Hasil kajian ini adalah penting bagi syarikat atau 

pemasar untuk mempromosikan pelbagai kabinet dapur untuk segmen pasaran yang 

berlainan. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

© C
OPYRIG

HT U
PM



iv 
 

ACKNOWLEDGEMENTS 

 

This project would not be a success without the support from many people. First 

of all, I would like to express my gratitude and appreciation to my supervisor, Dr. 

Norzanalia bt Saadun for her constructive advice, suggestion, guidance and assistance 

throughout the period of my study. 

 

I would also like to thank my course mates and friends who helped to distribute 

the questionnaire to the respondents. They have also given advice and encouragement to 

me during the completion of the study.  

 

Finally, I would like to thank my family members, particularly my mum for her 

patience and care. Thanks are also due to my brothers and sisters for their understanding 

and willingness in helping me in whatever way that they can.  

 

 

 

 

 

 

 

 

 

 

© C
OPYRIG

HT U
PM



v 
 

APPROVAL SHEET 

 

I certify that this research project report entitle “Sources of information used by consumers 

when purchasing kitchen cabinet” has been examined and approved as a partial fulfillment 

of the requirement for the degree of Bachelor Wood Science and Technology in the 

Faculty of Forestry, University Putra Malaysia.  

 

Approved by: 

 

 

……………………….. 

Dr. Norzanalia Saadun 

Faculty of Forestry 

University Putra Malaysia 

(Supervisor) 

 

 

 

………………………... 

Prof. Dr. Mohamed Zakaria Hussin 

Dean  

Faculty of Forestry 

University Putra Malaysia  

 

 

Date: January 2018 

 

 

 

 

© C
OPYRIG

HT U
PM



vi 
 

TABLE OF CONTENTS 

 

PAGE 

 

DEDICATION i 

ABSTRACT ii 

ABSTRAK  iii 

ACKNOWLEGMENTS iv 

APPROVAL SHEET  v 

LIST OF TABLES  viii 

LIST OF FIGURES  ix 

 

 

CHAPTER 

 

1. INTRODUCTION 1 

1.1 General background 1 

            1.2 Problem Statement 4 

            1.3 Objectives 4 

            1.4 Justification of Study 5 

 

2. LITERATURE REVIEW 

 

            2.1 Introduction  6 

            2.2 Consumer Behavior  6 

            2.3 Factors Affecting Consumer Purchasing Decisions 7 

               2.3.1 Social Factor 8 

               2.3.2 Personal Factor  9 

               2.3.3 Psychological Factor  11 

            2.4 Consumer Purchase Decision Process 12 

                2.4.1 Information Search 14 

                       2.4.1.1 Internet 15 

                       2.4.1.2 Experiences  16 

                       2.4.1.3 Social Media 16 

 

3. METHODOLOGY 

 

3.1 Introduction 17 

3.2 Study Area and Sample Size 17 

3.3 Questionnaire Design  18 

3.4 Data Collection 19 

3.5 Data Analysis 19 

© C
OPYRIG

HT U
PM



vii 
 

4. RESULTS AND DISCUSSION   

4.1 Introduction 20 

4.2 Demographic Factors  20 

4.3 Relative Important of the Sources of Information   

      Perceived By Consumer 22 

    4.3.1 Sources of Information Importance 22 

    4.3.2 Important Sources of Information by Age   

             Groups 24 

    4.3.3 Important Sources of Information by Gender 25 

                4.3.4 Important Sources of Information by Ethnic  26 

                         Groups  

                4.3.5 Important Sources of Information by Income   

                         Level 27 

 

5. CONCLUSION 

 

5.1 Conclusion  29 

5.2 Limitation of the Study 31 

5.3 Recommendation 32 

  

REFERENCES 33 

APPENDIX 1: Questionnaire Form 36 

 

 

 

 

  

 

 

 

 

 

 

 

© C
OPYRIG

HT U
PM



viii 
 

LIST OF TABLES 

 

TABLE  PAGE 

Table 4.1  Demographic characteristic of respondents 19 

Table 4.2 Distribution of respondents’ response and relative importance   

 of sources on kitchen cabinet. 21 

Table 4.3 Mean score of sources information by Age Groups 22 

Table 4.4 Mean score of sources information by Gender. 23 

Table 4.5 Mean score of sources information by Ethnic Groups 24 

Table 4.6 Mean score of sources information by Income Level 25 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

© C
OPYRIG

HT U
PM



ix 
 

LIST OF FIGURES 

 

FIGURE  PAGE 

Figure1: Stages in Consumer Purchase Decision Making 11 

Figure 2: Map of Klang Valley  15 

 

© C
OPYRIG

HT U
PM



1 
 
 

CHAPTER 1 

INTRODUCTION  

1.1 General Background 

Kitchen is a must have room or part of a room in every house, be it a kitchen. The 

kitchen is like a laboratory for cooking. Typically, a residential kitchen will be 

equipped with electrical appliances, a sink, a store, counters and kitchen cabinets (Jain 

et al., 2005). Kitchen cabinet plays a major role in a kitchen that comprises a cabinet 

section adapted to provide storage space and place for cooking. Kitchen cabinet can 

be divided into several types such as a stock cabinet, semi-custom cabinet and custom 

cabinet.   

 

Jain et al., (2005) mentioned that stock cabinet is the most basic cabinet choice that 

are can be installed by the dealer, a contractor or customer. Styles, finishes, hardware 

and accessories vary widely but cannot be customized. Commonly, the price of kitchen 

cabinet is about half the cost of the custom-manufactured cabinet. Next, semi-custom 

kitchen cabinet also offers a fixed but wide range of styles, finishes, hardware, 

accessories, sizes and configuration but the choices are much broader and there is 

wiggle room for custom made prices. Built custom made kitchen cabinet can be made 

with or without the help of interior designer or kitchen designer. Customers can choose 

the styles, sizes, hardware and style of the kitchen cabinet. 
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Consumer behavior is the study of the processes involved when individuals or groups 

select, purchase, use or dispose of products, services, ideas or experiences to satisfy 

needs and desires (Solomon et al., 2006). This definition is similar to Schiffman and 

Kanuk (2000) that said “the behavior that consumers display in searching for, 

purchasing, using, evaluating, and disposing of products and services that they expect 

will satisfy their needs”. 

 

The consumer decision making process involved five stage which include need 

recognition, information search, evaluation of criteria, purchase decision and post 

purchase evaluation. The marketing concept holds that achieving organizational goals 

depends on determining the needs and wants of target markets (Kotler, 1994). Thus, 

marketers should not overlook consumer preferences and requirements. Briefly, 

consumer purchase behavior is the study of the behavior of a consumer when they 

purchase a good. It is the study of how a consumer behaves or acts or reacts while 

making a purchase.  

 

Consumer behavior is complex and often virtually unpredictable, this is because 

consumers are diversified in their attitude and are always subjected to a variety of 

social needs. One of the fundamental issues in consumer decision-making process is 

the information search about the specific product that consumers wants to purchase 

(Donovan et al., 2004). Sources of information used by consumers include internet, 

social media and traditional media (Ponder, 2013). 
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Consumers (individual or groups) can come from different ages, backgrounds and life 

stages (Kardes et al., 2011). Therefore, various factors could affect which sources of 

information preferred by consumers. The common underlying factors that affect 

consumers includes cultural, social, individual and psychological factors. The cultural 

factor includes culture, subculture and social class that influences the consumer 

decision. Social factors friends and family members or opinion from ladies. For 

individual factors includes gender, age, family life cycle stage, personality, self-

concept and lifestyle are the common factors. Psychological factors includes 

perception, motivation, belief and attitudes, and learning (Lamb et al., 2012). 

 

Kitchen cabinet can be considered as the most expensive durable decorative furniture 

and thus is a less-frequently bought product. For this reason, consumers would 

normally face difficulty in making the decision and would go through an extensive 

source of information to learn and compare various attributes that the products have 

or being offered in the store. 
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1.2 Statement of Problem 

There are numerous studies about information search consumer behavior including 

food (Kornelis, 2007), agriculture (Jones, 1990), fashion (Chowdhary, 1989), health 

(Eysenbach, 2002), innovation (Leonard-Barton, 1995) and technology (Adegbola, 

2007). Nonetheless, little study has been done that focused on the kitchen cabinet 

industry (Donovan et. al., 2004). Up until now, studies that specifically focus on 

Malaysia consumers search behavior toward kitchen cabinet has been lacking. It must 

be noted that preferences on sources of product information might vary depending on 

various factors including their demographic background. 

 

1.3 Objectives 

The objectives of the study are:  

1. To identify which sources of product information are important for consumers 

when purchasing kitchen cabinet. 

2. To compare preferences on sources of product information with demographic 

background.  
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1.4 Justification of Study 

Given the lack of studies on consumer’s preference on sources of product information 

especially in Malaysia, the results of this study would provide an indication about 

consumers’ search behavior in purchasing kitchen cabinets and the underlying 

demographic factors that affect their preferences. This information would be 

beneficial to the marketers in the kitchen cabinet companies as to understand to 

Malaysian consumers search behavior towards kitchen cabinet. This will eventually 

develop the Malaysian kitchen cabinet industry. 

 

 

 

 

 

 

 

 

 

 

 

© C
OPYRIG

HT U
PM



33 
 
 

REFERENCES 

Adegbola, P., & Gardebroek, C. (2007). The effect of information sources on technology 

adoption and modification decisions. Agricultural Economics, 37(1), 55-65. 

 

Ali, H., & Talwar, V. (2013). Principles of marketing. University of London: International 

Programmers. 

 

Anizah, M. (1998). Social class influence on purchase evaluation criteria. Journal of 

Customer Marketing, 3(2), 249-276. 

 

Bumgardner, M. S., & Bowe, S. A. (2007). Species selection in secondary wood products: 

Implications for product design and promotion. Wood and fiber science, 34(3), 408-418. 

 

Capella, L. M., & Greco, A. J. (1987). Information sources of elderly for vacation 

decisions. Annals of Tourism Research, 14(1), 148-151. 

 

Chowdhary, U. (1989). Fashion information seeking by younger and older consumers. 

Clothing and Textiles Research Journal, 8(1), 49-55. 

 

Crotts, J. (1999). Consumer decision making and prepurchase information 

search. Consumer behavior in travel and tourism, 11(3), p149-168. 

 

Donovan, G. H., Nicholls, D. L., & Roos, J. (2004). Sources of product information used 

by consumers when purchasing kitchen cabinets. Forest products journal, 54(12), 77. 

 

Goldsmith, R. E., & Horowitz, D. (2006). Measuring motivations for online opinion 

seeking. Journal of interactive advertising, 6(2), 2-14. 

 

Hoffman, D. L. (2000). The revolution will not be televised: Introduction to the special 

issue on marketing science and the Internet. Marketing Science, 19(1), 1-3. 

 

© C
OPYRIG

HT U
PM



34 
 
 

Jain, M., Mata, C., Vassigh, A., Bartley, J., Urban, G., & Minnix, G. (2005). U.S. Patent 

Application No. 11/124,529. 

 

Jun, S. P., & Park, D. H. (2016). Consumer information search behavior and purchasing 

decisions: Empirical evidence from Korea. Technological Forecasting and Social 

Change, 107, 97-111. 

 

Jones, D. E. (1990). Sources of agricultural information. Library Trends, 38(3), 498-516. 

 

Kardes, F. R., Cronley, M. L., Pontes, M. C., & Houghton, D. C. (2001). Down the garden 

path: The role of conditional inference processes in self-persuasion. Journal of Consumer 

Psychology, 11(3), 159-168. 

 

Kardes, F. R., Cronley, M. L., & Cline, T. W. (2011). Consumer behavior, Mason, South-

Western, Cengage Learning, .ISBN 978-0-538-74540-6. 

 

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social media? 

Get serious! Understanding the functional building blocks of social media. Business 

Horizons, 54(3), 241-251. 

 

Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research activities. 

Educational and Psychological Measurement, 30(3), 607-610. 

 

Kornelis, M., De Jonge, J., Frewer, L., & Dagevos, H. (2007). Consumer selection of 

food‐safety information sources. Risk Analysis, 27(2), 327-335. 

 

Kotler P. (1998). Marketing of Management and Strategy. Chicago: New Jersey: Prentice-

Hall-Inc. 

Kotler P. (1994). Marketing Management (8th ed.). Chicago: Northwestern University.  

 

Lamb, M. E. (2012). Mothers, fathers, families, and circumstances: Factors affecting 

children's adjustment. Applied Developmental Science, 16(2), 98-111. 

 

© C
OPYRIG

HT U
PM



35 
 
 

Luppold, W. G., & Bumgardner, M. S. (2009). The wood household furniture and kitchen 

cabinet industries: A contrast in fortune. Forest Products Journal, 59(11), 93-99. 

 

Mohamed, S., & Yi, T. P. (2008). Wooden Furniture Purchase Attributes: A Malaysian 

Consumers’ Perspective. Pertanika Journal of Tropical Agricultural Science, 31(2), 197-

203. 

 

Niu, X., & Hemminger, B. M. (2012). A study of factors that affect the information‐
seeking behavior of academic scientists. Journal of the Association for Information 

Science and Technology, 63(2), 336-353. 

 

Perreau, M. (2014). Resources for and about social justice in senior social studies: 

Conceptions and disparities. Unpublished master’s dissertation, University of Auckland. 

 

Ponder, N. (2013). Consumer attitudes and buying behavior for home furniture. Report 

prepared for the Furniture Outreach Program at Franklin Furniture Institute, Starkville, 

Mississippi, USA. 

 

Schiffman, L. G., & Kanuk, L. L. (2000). Consumer behavior, 7th. New York City: 

Prentice Hall. 

 

Munoz, C. L., Wood, N. T., & Solomon, M. R. (2006). Real or blarney? A cross‐cultural 

investigation of the perceived authenticity of Irish pubs. Journal of Consumer 

Behaviour, 5(3), 222-234. 

 

 

 

 

 

 

 

© C
OPYRIG

HT U
PM




